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Abstract 
Purpose: This study's aim is to provide further research on the inward export 
phenomenon, giving considerable attention to what drives the devoted foreign consumer 
satisfaction in the service home country. 
Design/Methodology/Approach: A critical incident technique is used to assert about 
the satisfaction of imported customers in two tourism areas: religious and sports. As a 
result, exploratory interviews were made to conclude about the foreign consumer 
satisfaction or dissatisfaction when experiencing the mentioned services in Portugal. 
Findings: The results show that there are two main factors that influence devoted 
foreign consumer satisfaction when travelling abroad to experience tourism related 
services, the environment and the core service. There is also some evidence of 
peripheral services weighing in on overall consumer satisfaction. In addition, these 
different types of service influence country’s attractiveness distinctively. 
Research limitations/implications: The present investigation concludes that there are 
different aspects (and services) that determine the consumer satisfaction, and the 
authors propose a model that identifies that relationship. The similarities between 
religious and sports tourism have allowed the authors to develop a new concept of 
devotional tourism, where the consumer travels long distances to experience the core 
service and yet their satisfaction comes from other aspects beyond the core service. 
However, this study was restricted to a singular area, tourism, and has an exploratory 
nature, due to its novelty. The limitations then, arise from its specificity and the applied 
methodology. 
Practical implications: The inward export process affects different service areas and 
this study provides a broader understanding of the determinants of consumer overall 
satisfaction. In this study, the authors present a very unique consumer that, despite the 
fact that they travelled for a devotion, it is expected that attributes of the surrounding 
environment are the biggest factors of their overall satisfaction, and the service firm 
would benefit greatly from leveraging these aspects, perhaps in their marketing 
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strategies. 
Originality/Value: This study deepens the limited literature on inward exports by 
analyzing the consumers’ view of the service when travelling to the service home 
country, providing insights on customer satisfaction in the tourism sector. In particular, 
the study focuses on devoted tourists that had gone abroad for a very specific 
motivation. 
Keywords 
Inward export, consumer satisfaction, service quality, international service strategies, 
tourism, devotional tourism 
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1. Introduction 
 Globalization and internationalization have been very scrutinized themes over 
the past decades (for example, Welch & Luostarinen, 1988; Andersen, 1993; Whitelock, 
2002; Etemad, 2004; Knight, 2004; Lang, 2006; Negrea, 2012). Following this line, and 
taking into consideration the growing importance of services in internationalization, 
many authors have studied several topics on this matter, like international barriers, 
modes of entry and drivers of international performance (see Lommelen & Matthyssens, 
2005; c.f. Bianchi & Drennan, 2012). For example Björkman and Kock (1997), after 
reviewing several studies on internationalization of services, summarize that service 
companies could pursue three different internationalization patterns: following 
customers, following a competitor service firm, or market seeking (like banks that want 
to locate in important financial districts). Such research, although very important, leaves 
behind one aspect that underlines some service industries, as the latter authors also 
conclude by the end of their investigation. For services like education, tourism or 
healthcare (Björkman & Kock, 1997; Bianchi, 2010), production and consumption are 
simultaneous activities and occur in a very specific place, usually in the home country 
of the service provider (Bianchi & Drennan, 2012). Such inward movement can be 
named importing customers (McLaughlin & Fitzsimmons, 1996), inward export 
(Björkman & Kock, 1997) or domestically located service exports (Roberts, 1999), and 
it is a location's unique feature or the impossibility of dislocating the service abroad that 
requires the consumer to physically travel to the service home country (Björkman & 
Kock, 1997). 
 Additionally, at the service level, customer satisfaction might elucidate on 
service quality. It can also be source to improve market share, profitability and positive 
word-of-mouth, increase purchase and preserve consumers (Anderson et al., 1994; 
Oliver, 1997 in Bianchi and Drennan (2012)). Nevertheless, as Bianchi and Drennan 
(2012) conclude in their investigation, customer satisfaction is not only a result of 
functional attributes from the core service, such as service performance, but it is also 
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influenced by elements of the peripheral service, like the relationship between 
customers and service providers. 
 As mentioned above, tourism can be one service sector that falls within the 
spectrum of inward exports, as the foreign consumer has to move to the service home 
country to experience it (Björkman & Kock, 1997). This sector can be an instigator for 
domestic firms to develop knowledge on foreign consumer behavior and create 
international promoters, allowing some small companies to overcome 
internationalization barriers (Poulis & Yamin, 2009). Additionally, since the Portuguese 
tourism sector shows a dynamic growth with an important contribution for Portugal's 
economic activity (Sustainability Reports, 2010, 2011) it seems pertinent to focus this 
study on such sector. 
 According to the Sustainability Reports of 2010 and 2011 from "Turismo de 
Portugal1", the tourism consumption on the Portuguese economical territory represented 
about 8.8% of its GDP in 2009, and about 9.2% in 2010. The same organization 
mentions that the balance of trade for tourism was about 5.7 billion Euros in 2012 and 
grew to 6.1 billion Euros in 2013, and the goal is to have an average growth of 9.5% per 
year until 2015. This expected dynamic makes the tourism a compelling sector for 
research. 
 In summary, this investigation will concentrate on the global service strategy of 
inward exports on the tourism sector, being the main objective to explore what drives 
the satisfaction of the foreign consumer in the service home country. The research will 
be applied in particular to two tourism areas (religious tourism and sports/football 
tourism) to eventually define some characteristic patterns of consumers' expectations, so 
service companies can respond to or exceed those expectations. There is a close link 
between religion and football, as Taylor and Taylor (1997) conclude, since both these 
areas share a strong devotion from their respective fans, that could even cross borders. 
                                               
1  “Turismo de Portugal” is the national organization dedicated to promote and develop the tourism 
activities, and their main goal is to turn that sector into one of the main strengths of the Portuguese 
economy (www.turismodeportugal.pt). 
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And, in the present study, those tourism sectors fall within a proposed definition of 
devotional tourism, where service consumers dislocate (internationally) for a very 
specific motivation. 
In the end, this investigation, aims to answer: what are the determinants of the 
satisfaction of the devoted tourist and how they affect their overall satisfaction, at the 
service home country? 
 
 The study is then divided by four parts, being the first a literature review to 
clarify primarily, the concept of international services, then a description of 
internationalization service strategies, followed by a targeted explanation of the inward 
export strategy. Afterwards, and to further investigate such strategy, it will be presented 
three different classifications of services (core service, peripheral services and facilitator 
services), besides a definition of “environment”, which are attributes that may influence 
customer satisfaction when travelling overseas. The next part portraits the methodology 
used for the investigation, specifically the critical incident technique. The third part is 
the description and discussion of the results found through the study. And finally, is 
shown a few concluding remarks, study limitations/implications and some possibilities 
for future research. 
 
2. Literature Review 
 Throughout literature, there are several characteristics appointed to services (for 
example, Shostack, 1977; Boddewyn et al., 1986; Vandermerwe & Chadwick, 1989; 
Cicic et al., 1999; Styles et al., 2005; Goerzen & Makino, 2007). However, Bateson 
(1992) in Patterson and Cicic (1995) states that the main differentiating aspect is 
intangibility, more concretely, the degree of intangibility of services. As Shostack 
(1977) discusses services are intangible since they cannot be stored, touched, tasted or 
tried on prior to purchasing (also c.f. Patterson & Cicic, 1995; Patterson et al., 1998). 
This definition, nevertheless, should not be taken literal to all services because some 
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services have important tangible elements that will influence the "reality" of the service 
in the consumers mind (Shostack, 1977). Besides, such tangible aspects of a service, can 
be a determinant of service quality for the consumer (Parasuraman et al., 1985). Rada 
(1987) quoted in Vandermerwe and Chadwick (1989, p. 80) points out that many 
services are "(...) triggered and delivered through goods and, increasingly, are embodied 
in goods." In the end, it is possible to conclude that there are few products and services 
that can be declared pure (Shostack, 1977). Gustafsson and Johnson (2003) reinforce 
this idea referring to a goods-service continuum, arguing in favor of a very thin line 
between goods and services. 
 The complexity associated to services, whether it is their intangibility or the 
degree to which services are embodied in goods, makes them more challenging to 
internationalize, and entities should detach from a product marketing approach 
(Shostack, 1977; Vandermerwe & Chadwick, 1989; Patterson & Cicic, 1995; Bianchi, 
2011). Cicic et al. (1999) argue, on the other hand, that it is the characteristic of 
inseparability (production and consumption are simultaneous activities) that has the 
biggest impact when service companies want to expand abroad2. 
 Lommelen and Matthyssens (2005, p. 97) define international service as "a 
service that is offered in foreign markets and/or to foreign customers", which means that 
a service becomes international whether its supply leaves the home country, or whether 
its demand crosses frontiers towards inside the home country. And, as described in the 
following section, this can be accomplished by service firms with different 
internationalization strategies. It is also to remark the importance of technology 
development as a changing factor on the traditional internationalization modes for 
services (Vandermerwe & Chadwick, 1989). 
 Vandermerwe and Chadwick (1989) proposed a classification system for 
international services, which was later adapted by Patterson and Cicic (1995), that is 
                                               
2  Cicic et al. (1999) also add intangibility, heterogeneity and perishability as key characteristics of 
services, and Goerzen and Makino (2007) complement with regulation (the fact that services are highly 
regulated by governments) as another key attribute. 
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based on two pillars: the degree of service intangibility (whether it is a pure service, 
services with some goods or delivered through goods, or services embodied in goods); 
and the degree of face-to-face contact between producer and consumer. This led to 
classifying services as: location-free services, which are services with a low degree or 
none goods associated and a low degree of face-to-face contact; location-bound 
customized services, that differ from the last ones as they are characterized by a higher 
interaction between producer and consumer; standardize services, that are services 
delivered through goods and do not require a high degree of face-to-face contact; and 
value-added customized services, that also are more tangible but have a high degree of 
interaction during the service delivery (Patterson & Cicic, 1995). For example, tourism 
is classified by Patterson and Cicic (1995) as a service area with a high involvement 
between service provider and client during the moment of delivery. In addition, it also 
classifies higher concerning intangibility, which would lead to conclude that tourism 
would stand on the location-bound customized services quadrant. 
On the other hand, Boddewyn et al. (1986) provide a simpler classification for 
services in international context, dividing them between foreign-tradable services (the 
production and consumption phases are separable and transferable across borders), 
location-bound services (the producer and consumer have to simultaneously be present 
during service delivery) and combination services (a combination of the definitions of 
the other two classifications). Goerzen and Makino (2007) provide yet another 
classification, supported by whether the services are more or less related to the services' 
core business, and if the services are or not location-bound (the degree of difficulty to 
transfer the services worldwide). 
 
2.1 Global Service Strategies 
 Some are the classifications for services when going across borders, and services 
internationalization processes may also change for different service companies. 
 Firstly, McLaughlin and Fitzsimmons (1996) summarize, after analyzing several 
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studies (Harywood-Farmer, 1988; Collier, 1985; McLaughin, 1992; Apte and Mason, 
1992; Wilson, 1992), some essential factors that influence service globalization. Besides 
customer contact as mentioned before, customization, complexion, information 
intensity, cultural adaptation, labor intensity and other factors (such as flexibility and 
public policy), should be pondered when managers study the potential for the 
internationalization of a service. On the other hand, Lommelen and Matthyssens (2005) 
divide internationalization motives for service companies between reactive (like 
following customers, competitive pressures, formal and informal networks, etc) and 
proactive (such as managerial initiative, technology competence, formal and informal 
networks to spot market opportunities, etc). 
 Despite the vast list, managers should primarily take into consideration if their 
decision concerning service operations globalization it is harmonized with the firm's 
global strategy (McLaughlin & Fitzsimmons, 1996; Fitzsimmons & Fitzsimmons, 
2011). Only then, managers can optimize their choice between the five strategies that 
the same authors suggest for internationalizing services. A first strategy proposed by the 
authors, named multicountry expansion, seems pertinent when consumers have to 
physically travel to the service facility in order to benefit from it. Commonly, this 
strategy replicates the home country service in several locations but it requires a special 
attention in terms of the front-office, since it is important to adapt to the local culture. 
 A second strategy underlines that some service companies choose to 
internationalize following their corporate clients, which may require the service firm to 
adapt their service package and employ people that are sensitive to the local business 
practices (Fischer, 1991; Cooper and Lybrand, 1992, in McLaughlin and Fitzsimmons 
(1996)). Nevertheless, as McLaughlin and Fitzsimmons (1996) suggest, this strategy 
might create a tunneling vision because the service firm could ignore potential markets 
with growing middle classes, leaving competing local companies free to provide for 
them and if successful, they may become international competitors. 
 Service offshoring is another global service strategy and it can be defined as the 
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outsourcing of a service in a foreign location (Fitzsimmons & Fitzsimmons, 2011). 
Service firms are attracted to this strategy as they can enjoy benefits of a focused 
factory, such as labor cost savings. A much appreciated operation regards the offshore 
of back-office activities because of their informational nature, which makes them prone 
to be executed almost anywhere in the world. This possibility is provided and much 
facilitated by the development of information technologies, allowing companies to 
focus on their core business (McLaughlin & Fitzsimmons, 1996). 
 A fourth global strategy is "beating the clock" and "describes the competitive 
advantages gained owing to the fact that one can bypass the constraints of the clock and 
the constraints of the domestic time zones, including time-based domestic work rules 
and regulations" (McLaughlin & Fitzsimmons, 1996, p. 54). The possibility of a 24-
hour service seems rather attractive, however that might imply a greater investment in 
training, methods of operation and telecommunications, since the companies need a 
stronger reliability and coordination (McLaughlin & Fitzsimmons, 1996). 
 Finally, importing customers sustains on the concept that, due to a location's 
unique attribute or the impossibility of moving the service to another country, 
consumers will have to travel to the service home country (Björkman & Kock, 1997). 
Thus, it becomes essential for the firm to develop the foreign language skill and cultural 
sensitivity between customer-employee contact, and "transportation infrastructures and 
logistics management will be required to accommodate the visiting customers" 
(McLaughlin & Fitzsimmons, 1996, p. 52). In addition, "differentiation will occur 
through customization and complexity of the service" (McLaughlin & Fitzsimmons, 
1996, p. 52). 
 Another classification for the internationalization of services, that has some 
common aspects with the latter, is that provided by Grönroos (1999) in Bianchi (2010, 
p. 179) which defines the internationalization process in the presence of one of the 
following: "movement of service providers to consumers abroad; movement of foreign 
consumers to the service provider's country; movement of both consumers and 
  
 
 
 
14 
providers; (or) no movement by either consumers or providers due to service delivery 
through objects, technological vehicles, or assets". 
 On the other hand, Roberts (1999) argues that the internationalization process 
develops in stages and in an incremental way but (business) service companies may not 
go through all stages. Service firms will then, start internationalizing with exports and in 
a further end, they may establish a service delivery facility in the overseas market. But, 
those initial exports can occur through serving domestic clients in the overseas markets 
through personnel traveling, services embodied in goods or employing 
telecommunication networks (wired exports), and also through serving overseas clients 
in the domestic market.  
 
2.2 Inward exports 
 According to Patterson and Cicic (1995) and Cicic et al. (1999) service firms 
behave differently when internationalizing depending on their service's intangibility and 
inseparability. As established, intangibility is a characteristic more preeminent to 
services which are harder to store or experience before purchasing (Shostack, 1977), 
while inseparability refers to when production and consumption are simultaneous 
activities, and consumer and service provider are involved in both of them (Dahringer 
(1991) in Cicic et al., 1999). This characteristic of inseparability is very significant for 
the definition of inward export since there is a high involvement between service 
provider and customer at the moment of production and consumption (the ‘moment of 
truth’)3, which occurs at the service providers’ home country (Bianchi, 2010, 2011; 
Bianchi & Drennan, 2012). And, whether it is called inward exports (Björkman & 
Kock, 1997), importing customers (McLaughlin & Fitzsimmons, 1996) or domestically 
located service exports (Roberts, 1999), in all of them prevails the idea of foreign 
clients being "forced" to move to the service home country so they can enjoy the 
service. This movement of consumers has to be inward because either the service firm 
                                               
3  Kandampully and Promsivapallop (2006) define this ‘moment of truth’  when the employee and 
consumer interact so this latter can experience the service. 
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possesses specific resources or there are environmental unique features to a location, 
that inhibit the company to go abroad (Björkman & Kock, 1997; Roberts, 1999; 
Bianchi, 2010, 2011). For example, tourism, healthcare, education and medical tourism 
are services that fall within the spectrum of the internationalization strategy in analysis 
(Björkman & Kock, 1997; Bianchi, 2010; Heung et al., 2010). 
The ‘moment of truth’ can be important to develop a good relationship between 
service provider and client, especially the first contact, which can be the foundation for 
a satisfied client, as Yung and Chan (2002) verify for the check-in moment at an hotel. 
Likewise, Boddewyn et al. (1986) define hotels as services tied to a particular location 
which require a high degree of interaction between service provider and client 
(Patterson & Cicic, 1995; Bianchi, 2011). In their study, Styles et al. (2005, p. 122) 
argue for service firms with high face-to-face contact that some performance drivers4 
"(...) were high levels of customer service, interpersonal skills, and a local presence in 
some form". Patterson and Cicic (1995) broader the preceding concept of location-
bound services stating that, besides the high face-to-face contact, the services within it 
are highly customized and there is a long-term commitment with the customer. As noted 
previously, inward exports embrace these characteristics and so, it could be argued that 
the services that resort to this strategy would be location-bound services. However, 
Patterson and Cicic (1995) and Cicic et al. (1999) identify that as the services are more 
intangible and/or inseparable, more limited are the choices in modes of entry for those 
service firms. A local presence in the foreign market, through a contractual or 
investment mode, would be necessary to overcome the high levels of customization and 
personal contact since companies would need to adapt their front-office activities to the 
local culture, as well as to access foreign market experience (Patterson & Cicic, 1995; 
McLaughlin & Fitzsimmons, 1996; Cicic et al., 1999; Goerzen & Makino, 2007). This 
though, is incompatible for tourism and education sectors for example (Björkman & 
                                               
4  Long-term commitment, relationship and network development, proving the concept in the home 
market, patience and being entrepreneurial were performance drivers that the authors summarize for 
overall services types. 
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Kock, 1997; Bianchi, 2010, 2011), which may internationalize their activities without 
having to move abroad. 
Roberts (1999) states that, due to the high face-to-face contact when exporting, 
the service company should have cultural sensitivity, local knowledge, desire to protect 
intangible assets and confidentiality. As for the consumer, when moving to the service 
home country, he will be faced with a new and uncertain environment which may lead 
to conflicts that emerge from cultural differences and communication errors during the 
delivery process (Bianchi, 2010, 2011). The findings of the author reveal that cultural 
differences, besides creating miscommunication, may mislead consumers’ expectations 
and in consequence, lead to dissatisfaction. Thus, it is important for service firms 
following an inward export strategy "(...) to have a thorough understanding of individual 
international market preferences and needs, and adapt properly to market variation to 
achieve long term performance" (Bianchi, 2011, p. 287). For example, Heung et al. 
(2010) argue that medical facilities should meet consumers’ expectations, providing a 
medical care of international standards. To achieve that, as the authors also state, the 
destination place should have a good communication structure and multilingual 
employees. Nevertheless, as Björkman and Kock (1997) note after studying the Valamo 
Monastery in Finland, only 7 to 10 percent of the total of customers are foreign. This 
means that such service companies need an international market orientation (Bianchi, 
2011) without dismissing the domestic consumers they might have, as they can be a 
relevant portion of their revenues. 
The following sections describe that there can be several factors that consumers 
take into consideration when choosing a destination, whether it is a service like 
education or tourism (Heung et al., 2010; Bianchi & Drennan, 2012; Peña et al., 2012; 
Vajcnerová et al., 2012). As noted by those authors, a consumers’ judgment of the 
service quality may not be only related to aspects of the core service that they had 
travelled for, but also other services or even the environment or the relationships they 
had with the local people, might affect how the consumer perceives the overall 
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experience. And, for the present study, these factors are divided between: core, 
peripheral and facilitator services, and surroundings. 
 
2.2.1 The core service 
 As established, service companies following an inward export strategy, possess 
unique features concerning the environment where the company is located and firm 
specific resources and/or capabilities that prevent the service to be transferable across 
borders (Björkman & Kock, 1997; Roberts, 1999; Bianchi, 2010, 2011). Specifically, 
service's infrastructures and atmosphere (as the Valamo Monastery in Finland 
(Björkman & Kock, 1997)) influence service quality and firms reputation, as well as 
marketing and communication strategies and cultural intelligence (Bianchi, 2010). 
Another example, is that provided by Heung et al. (2010), that remarks the importance 
the infrastructures of a medical center have for the medical tourist when travelling to 
another country. An additional example, relates to the foreign students that were very 
pleased with their learning experiences in the new country (Patterson et al., 1998; 
Bianchi & Drennan, 2012). These firm specific resources convey the reason for the 
service company to exist and fulfill the primary needs of the consumer, which some 
authors (Kandampully & Promsivapallop, 2006; cf. Jin et al., 2012), refer to as being 
the core service. Similarly, Bianchi and Drennan (2012) state that the core service 
relates to functional attributes of a service, that in their specific research are associated 
with the services provided by the university to international students, like the 
motivational lectures and professors, the university infrastructures and feeling support 
by the lecturers and university staff members. Patterson et al. (1998), who also explored 
foreign student satisfaction, concluded that since the learning experience is what has the 
highest impact on their overall satisfaction, this aspect should be considered the core 
service. Though some researches, like the ones from Patterson et al. (1998) and Rahman 
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and Shil (2012)5, concluded that the core service is the most important for service 
consumer overall satisfaction, Gabbott and Hogg (1996) disagree, stating that aspects of 
the core service are taken for granted by the consumers, so little or none influence they 
would have on their evaluation. 
Thus, taking into consideration the definition of inward export and the precedent 
analysis on the core service, the present study will view the core service as the one 
provided by the service firm (which may be the reason why the company cannot move 
overseas) that initiated the process of the foreign consumer to travel. This means that, 
the service company and all the services it may offer are, altogether, considered the core 
service because it is a consequence of that that the foreign consumer has decided to go 
abroad and experience those services. However, it is to note that consumers may travel 
to a foreign location not for a specific service, but for the ambiance the country has to 
offer or to enjoy a specific site and if so, that would be considered the core service as it 
may have an impact on consumer overall satisfaction. For example, Alegre and Garau 
(2011) analyzing tourist satisfaction at sun and sand destinations, identify that the 
beaches where the primary factor for tourist satisfaction, that could either have a 
positive or negative effect. And, in this case, the beaches would be characterized as the 
core service in the light of the proposed definition, as they were the main reason the 
consumers had gone to that location. 
 
2.2.2 The Peripheral Services 
 Kandampully and Promsivapallop (2006) discuss in their study that customer 
needs are becoming more complex and so, service firms should broaden their core 
service offering by having non-core supporting activities. For example, Bianchi and 
Drennan (2012) conclude that international students satisfaction (or dissatisfaction) can 
be a result of services like accommodation or personal services (such as health services) 
                                               
5 On their study, the core service is the most important factor but as a negative influence since the young 
consumers preferred to visit a natural park in Bangladesh by themselves, than with a tour guide provided 
by the park. 
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while staying in the host country which are not a part nor can be controlled by the core 
service, the school. Still, such services can be an opportunity for the core service 
company to gain a competitive advantage (Kandampully & Promsivapallop, 2006). 
Moreover, Heung et al. (2010, p. 237) declare that for medical tourism, even though the 
core service is the “medical treatment, attractive hospitality and travel options are also 
essential” which would require an efficient coordination between the healthcare and 
tourism sectors. 
 In this line, Kandampully and Promsivapallop (2006) define peripheral services 
as a combination of goods, services and experiences that complement the core service. 
The authors extend this definition, dividing peripheral services between supporting 
services (services closely related to the core service) and related services (they are not a 
part of the core service but help the firm to offer beyond what is expected). Similarly, 
Bianchi and Drennan (2012) state that peripheral services are other services the 
consumers enjoy that cannot be controlled by the core service, as well as, conditions of 
the environment and the relationships the consumers have with other service providers.  
Nevertheless, a peripheral service is an attribute of the service that significantly 
influences, either positively or negatively, the consumer’s overall satisfaction (Gabbott 
& Hogg, 1996; Kandampully & Promsivapallop, 2006; Anderson et al., 2008; Bianchi 
& Drennan, 2012) and may influence how they perceive the core service (Reimer & 
Folkes, 2009; Bianchi & Drennan, 2012). Contrarily, it is possible to deduce from the 
investigation of Patterson et al. (1998), that aspects not related to the core service could 
have a smaller impact on consumer satisfaction. 
An example of the importance of peripheral services provided by the research of 
Yung and Chan (2002) on business travelers satisfaction in hotels, describes that the 
existence of a business center in the hotel that allowed the customers to efficiently work 
‘on the road’, was a substantial factor on overall satisfaction. Rahman and Shil (2012) 
on the other hand, studying the satisfaction of young tourists visiting a natural park in 
Bangladesh, conclude that the food service is important for their satisfaction, 
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particularly if it they were price friendly and portrayed national culture. In a study about 
rural tourism, Peña et al. (2012) verify that the perception of a destination to a rural 
tourist is influenced by the offer of complementary services, such as cultural services 
(like monuments, museums, concerts), activities in the nature (like mountain sports, 
water sports, etc) and gastronomy offer. Another research conducted by Krešić et al. 
(2013) about pilgrimage tourism also validates the importance of peripheral services for 
the tourists, mainly accommodation facilities and restaurants (see also Alegre & Garau, 
2011; Meiriño et al., 2013). 
 Additionally, Reimer and Folkes (2009) discuss that consumers infer about the 
quality of a service based on another service, whether it is an element of the latter or a 
service partner. This inductive process, like the authors also state, can be made through 
information about the managerial control of the service or spatial proximity between 
service firms. But also, companies can take advantage of each other's communication 
channels to influence consumer perceptions prior to consumption (Reimer & Folkes, 
2009). Jin et al. (2012) strengthen this idea by concluding that service firms can benefit 
greatly when they highlight, in a service package, the customized peripheral attributes 
that the consumer can enjoy. 
In conclusion, for this investigation, peripheral services are other services that 
complement the stay of the foreign consumer or that they may enjoy, when they are in 
the core service home country. And, as Bianchi and Drennan (2012) defined, are 
services that are outside the domain of the core service, which is the one that stimulated 
the foreign consumer to go abroad. 
 
2.2.3 Facilitator Services 
 Service quality and consequently consumer satisfaction, is commonly accessed 
only after purchasing or during consumption and therefore, the consumers’ choice of a 
service is based on their expectations (Parasuraman et al., 1985). Zeithaml et al. (1993) 
discuss four factors that influence consumer expectations: past experience, explicit 
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service promises (such as advertising), implicit service promises (for example, price and 
tangibles associated to the service) and word-of-mouth. Westbrook and Oliver (1991) in 
Bianchi and Drennan (2012) argue that besides functional service attributes, satisfaction 
is also induced by consumer's beliefs and emotions. On the other hand, consumer 
perceptions of the service vary with customers characteristics concretely, demographic 
(such as age or genre) and situational (like previous experience) characteristics 
(Anderson et al., 2008). Thus, it is important that service companies choose carefully 
their communication strategies, as they can be a way of attracting foreign consumers to 
the domestic market, besides having an influence on their expectations and 
consequently, on their satisfaction (Zeithaml et al., 1993; Bianchi, 2010, 2011). For 
example, Björkman and Kock (1997) conclude in their investigation the relevance that 
travel agents represented to the service firms to import customers, as they were their 
main international marketing instrument. Communication activities can, additionally, be 
performed through participation in trade shows, exploit of the internet, direct marketing, 
international visits by service company staff and establishing relationships and 
partnerships with relevant social actors (Björkman & Kock, 1997; Bianchi, 2010, 2011). 
 Another important input to transmit to customers what the service can be is, as 
mentioned before, word-of-mouth since it is impartial and made by parties outside the 
service company (Zeithaml et al., 1993). This type of communication conveyed by 
consumer reports, friends or family (Zeithaml et al., 1993) is the most influencing 
communication activity to attract foreign customers to the service home country. 
Bianchi (2010) concluded such in her investigation, demonstrating that over 50 percent 
of overseas customers were recruited through word-of-mouth. 
 In summary and as Styles et al. (2005) discuss in their study, promotional 
activities are a good method for service companies to build long-term relationships with 
their customers. Besides, the creation of service ambassadors can generate brand 
awareness and increase companies reputation (Bianchi, 2010, 2011) and therefore, be a 
differentiator for service quality (Styles et al., 2005). 
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 As previously stated, the inward export strategy requires the foreign consumer to 
travel to the service home country and so, tourism offices (Meiriño et al., 2013) and 
transportation infrastructures need to efficiently assist the new customers (McLaughlin 
& Fitzsimmons, 1996). In their investigation, Bianchi and Drennan (2012, p. 103) 
demonstrate that some foreign students were satisfied because of the good 
transportation system in Australia, since "it [is] quick and saves time", as quoted by one 
student. Contrarily, Meiriño et al. (2013), studying Ribeira Sacra in Spain as a tourism 
destination, noticed that consumers were unhappy with the public transportation 
services because they were scarce. In the same investigation, customers were also 
dissatisfied with the poor road signalization and feeble signalization of landmarks. As 
Krešić et al. (2013) conclude, such services (transportation infrastructure and 
information quality), which they call basic services, are expected to have a certain level 
for the consumer, so when they do not meet those standards, consumer may become 
dissatisfied. 
 So, all these points (communication activities, travel agents, transportation 
infrastructures, tourism offices, etc) are proposed here as facilitators services, which 
help the foreign consumer to be aware of the core service and facilitate his/hers arrival 
at the new country, but are not the reason for the consumer to travel. These services are 
even less related to the core service and are not as essential for the consumers’ stay 
when compared to the peripheral services. However, facilitator services work to assist 
the foreign consumer in reaching both core and peripheral services, whether it is to 
inform the consumer or to allow him to get to the latter services, and consequently, may 
have an influence on their overall experience. 
 
2.2.4 Surroundings/Environment 
In their study, Vajcnerová et al. (2012) present four dimensions to evaluate the 
quality of a tourism destination, being one the influence that the environment has on the 
consumer, to which they call attractions. This dimension includes natural and cultural-
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social attractions, for example weather and cultural facilities, respectively. Likewise, 
Bianchi and Drennan (2012) determined that the good weather was a determinant of 
customer satisfaction, whereas Meiriño et al. (2013) concluded that safety, a peaceful 
environment, hospitality and the historical patrimony were influential as well. 
Lichrou et al. (2008) propose that tourism destinations should be viewed beyond 
an aggregate of services, attractions, infrastructures, activities and environmental 
resources. In turn, the intangible and dynamic properties of a place should be considered 
as they can have cultural and symbolic meaning to consumers. This means for example, 
that a tourist destination needs to take into consideration the preservation of the local 
community and culture, since these can be a component of the experience the consumer 
is expecting to enjoy (Haywood (1990) and Nuryanti (1996) in Lichrou et al., 2008). 
However, when foreign consumers have to physically travel to a new country and 
experience a new culture, differences may arise when they meet with other consumers 
or service providers (Bianchi, 2010, 2011). For example, Bianchi and Drennan (2012) 
note while studying international students satisfaction, that some students felt 
discriminated or not accepted by local or foreign people as they were experiencing 
transportation services (see also Patterson et al., 1998). 
 These previous mentioned singularities characterize a location and create a 
picture for the customer of the environment they will enjoy.  Björkman and Kock 
(1997) note in their study of the Arctic Safaris Ltd, that is the Northern Finland's nature 
that enables consumers to experience the uniqueness of what that service company has 
to offer. This country-of-origin effect is an important differentiation factor for 
consumers, like Bianchi (2010) concludes when students choose Australia as a base for 
their education. On the other hand, Harris et al. (2012) anticipate that country 
unfamiliarity can jeopardize entities promotion to foreign countries. 
Thus, country-specific resources or even location-specific resources are 
singularities that influence the consumers' choice and, since there is an impossibility to 
move such features abroad, they have to embrace them at the service's home country. 
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And, as Krešić et al. (2013) conclude from their investigation, these environmental 
aspects can be the most influential for consumer overall satisfaction. The environment is 
then proposed, in this investigation, as the aspects that surround all of the other three 
service categories (core, peripheral and facilitator) such as natural and cultural attributes 
which are unique to a location6. These aspects though, are not related to a particular 
service. 
 
2.2.5 Conclusion 
 It is the intangibility and inseparability of services that make them more 
challenging to internationalize (Vandermerwe & Chadwick, 1989; Patterson & Cicic, 
1995; Cicic et al., 1999) and there are services, in which these characteristics may be 
more preeminent, that internationalize their activity without moving the company 
abroad, resorting to an inward export strategy (Björkman & Kock, 1997; Roberts, 1999; 
Bianchi, 2010, 2011; Bianchi & Drennan, 2012). 
There are different types of services and/or other aspects that influence the 
consumer overall satisfaction when travelling to the service home country. For example, 
Bianchi and Drennan (2012) distinguish between core and peripheral attributes7 when 
studying foreign student satisfaction when going abroad. In another example, Peña et al. 
(2012) demonstrate, for rural tourism, that three particular dimensions influence how 
the consumers perceive a rural destination: the unique rural environment, the 
characteristics of the services demanded and the complementary services/activities that 
consumers can experience (such as culture and gastronomy). 
Moreover, there are divergent opinions on how all these services/aspects affect 
consumer perception and on the significance they represent to their overall satisfaction. 
Some authors argue that core and peripheral aspects of a service have an asymmetric 
                                               
6 However, in light of the definitions developed in this investigation for all four concepts, if a consumer 
comes to a country to experience a natural or cultural singularity that would be considered the core 
service because it was the main reason for the consumer to had travel to the new country. 
7 Note that the definitions the authors use for these core and peripheral attributes are not exactly the same 
as for the present investigation. 
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influence on consumers evaluation of the overall service (Gabbott & Hogg, 1996; Yung 
& Chan, 2002; Kandampully & Promsivapallop, 2006; Jin et al., 2012). This is justified 
by the fact that there are (core) elements of the service that the consumer is expecting to 
enjoy, so little weight they would have on their satisfaction, being the peripheral 
services the major contributors to overall satisfaction. For example, Anderson et al. 
(2008), performing a study on air travel industry, demonstrated that both core and 
peripheral services "are significantly associated with increased overall satisfaction" (p. 
374) but a variable related to the core business, the flight environment, is not. Similarly, 
Bianchi and Drennan (2012) have concluded that both core and peripheral services have 
a significant and positive effect on consumer overall satisfaction. For Kandampully and 
Promsivapallop (2006) the peripheral services are the ones that develop the perception 
of higher value of a service package to the consumer. In contrast, there is also evidence 
that the core service has very big impact on customer (dis)satisfaction (Patterson et al., 
1998), particularly when consumers think that some core elements are absent (Gabbott 
& Hogg, 1996; Yung & Chan, 2002), which discourages consumers to enjoy such 
service. Not only core and peripheral services are of relevance, but also other services, 
like transportation, are essential for foreign consumers when traveling to another 
country (McLaughlin & Fitzsimmons, 1996) and may also affect their opinion, 
alongside with aspects like the safety or hospitality of a location (Patterson et al., 1998; 
Bianchi & Drennan, 2012; Meiriño et al., 2013). 
 In summary, and due to the different determinants of consumer overall 
satisfaction, which vary from the core service, to peripheral services and to service 
facilitators, Model 1 is proposed (see Figure 1). For the present investigation on the 
inward export strategy, the following definitions of the several determinants will be 
taken into consideration. As already mentioned above, the core service is the one that 
drives the consumer to travel to the service home country and includes the attributes the 
consumer is expecting to enjoy and all other associated to that singular service. The 
peripheral services, on the other hand, are other services not related to the core service 
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but that the foreign customer needs for their prolonged stayed in the new country. It is 
also proposed that facilitator services are those necessary to invite and facilitate the 
arrival and stay of the foreign consumer, like communication strategies or 
transportations, but that are not the reason for the journey (McLaughlin & Fitzsimmons, 
1996; Björkman & Kock, 1997; Bianchi, 2010, 2011). Lastly, the surroundings are 
another proposed variable that influences the consumer’s permanence at the new 
country, and they represent the natural and cultural singularities of a location that 
encircle the other three services. 
As mentioned previously, literature shows some divergences on how these 
different services affect overall satisfaction, so it is suggested that, as consumers’ 
experience services that are “further” from the core service, its influence on their 
satisfaction can either augment or diminish. This means, respectively, that consumers 
may give greater value to complementary services as opposed to the core service, or 
give more importance to the core service and less to other attributes, as it follows the 
vertical line in Figure 1. Additionally, it is expected that services less centered to the 
core service will have a smaller impact on consumers’ choice to travel to the service 
home country. This means that it is expected that the reason for the consumers to go 
abroad is uniquely about the core service or at least that would be the primary reason, 
and only afterwards, the other determinants would have an impact on their decision 
(which would be a smaller impact). So in Figure 1, it is proposed that the attractiveness 
of a service will diminish from the core service to the surroundings, unless the 
consumers’ impulse to travel to the service home country came from a desire to enjoy 
the weather or the natural/cultural scenery of that country (which, in this case, this 
would be the core service). 
Thus, it will be discussed if the four presented factors (core service, peripheral 
service, facilitator service and surroundings) have an influence on foreign consumer 
satisfaction and how they affect it when the consumer has to travel to the service home 
country. 
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Figure 1 - Service determinants of foreign consumer satisfaction 
 
Source: Own elaboration 
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3. Methodology 
For the present investigation, a qualitative methodology will be applied to 
analyze the behavior of the foreign consumers while at the service home country. This 
investigation as an exploratory nature and it will apply the critical incident technique to 
collect incidents that will allow the authors to review the proposed hypothesis or 
formulate new ones, through the principles of grounded theory. 
 
3.1 Qualitative Methodology 
The qualitative research focuses on analyzing and studying the behavior, 
attitudes or values of humans and organizations (Sousa & Baptista, 2011). This type of 
investigation is inductive and descriptive, where the researcher develops concepts and 
hypothesis from patterns they may find on the collected data, as well as, thoroughly 
describing such data (Sousa & Baptista, 2011). However, this means that the researcher 
needs to have sensibility and knowledge when collecting and analyzing the data, so he 
will not damage its validity and reliability (Sousa & Baptista, 2011). 
Since studies on the area of inward export and foreign consumer satisfaction are 
very limited, this qualitative/exploratory approach seems to be the most efficient to 
generate good hypothesis of investigation. So, to explore on the nature of the foreign 
consumer behavior and its patterns of satisfaction, the critical incident technique will be 
applied to collect new data. 
 
3.2 The Critical Incident Technique 
 According to Flanagan (1954), the critical incident technique (CIT) was born 
from several studies conducted during the World War II and got further developed after 
the war. Though Flanagan (1954) already points some studies in the service area (such 
as education), Gremler (2004) mentions that the boom for using CIT in service research 
started in the early nineties. For example, Gabbott and Hogg (1996) investigation on 
consumer satisfaction of primary healthcare services, as well as, Bianchi and Drennan 
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(2012) research on inward export, which has a significant contribution for the present 
study, resorted to this methodology. 
 The CIT allows the investigator to collect facts through direct observation of 
human behavior which can be categorized to assist in practical problems, such as 
service marketing and management decisions (Flanagan, 1954; Gremler, 2004). 
Flanagan (1954) defines incidents as any human activity that is observable and permits 
to deduce about a persons' behavior when performing an act. The same author also 
states that to be critical, an incident has to be clear to the observer and has to have a 
significant contribute to an activity, either positively or negatively. 
 Gremler (2004) argues in his investigation that the main goal of this technique is 
to provide a classification system which can enlighten on the frequency or patterns of 
the phenomenon in analysis. Such phenomenon though, should be specific enough as it 
will allow the investigator to assess relevant details about it. This means that the general 
aim of the activity should be defined thoroughly, so it would be possible to determine 
and evaluate a specific behavior (Flanagan, 1954). However, the CIT is flexible enough 
to be used through a variety of service studies and in the service area, and usually the 
method is implemented in an exploratory way, asking respondents to describe an 
experience they had (Gremler, 2004). 
 Some advantages and limits can be pointed out to the CIT method (cf. Gremler, 
2004). As for the advantages, it is to remark that this investigation technique does not 
restrict the respondents answer, since they are the ones who identify "which incidents 
are the most relevant to them for the phenomenon being investigated" (Gremler, 2004, 
p. 66). Second, is that due to its inductive nature, the CIT is a good tool to develop 
concepts and theories to elucidate on topics that were poorly studied. A third strength is 
that such method can collect accurate and exhaustive information about an incident, and 
it can also be an instigator for new research evidence since it can be a complement for 
other investigation methodologies. Another advantage is that the data provided by the 
CIT, is from firsthand experiences and very concrete, so managers can benefit from the 
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guidelines such information creates to apply to debilitated areas from the firm. Lastly, 
this technique does not determine previously what is considered important, leaving 
respondents free to justify their perception on a phenomenon, so CIT is less culturally 
bound than more traditional inquiries (that are researcher-initiated questions). 
 Nevertheless, some disadvantages should be taken into consideration for the 
incident analysis. First, the incidents reported can be misinterpreted or misunderstood 
by the investigator which consequently, can lead to ambiguity problems when creating 
the classification systems for the incidents. Second, being a retrospective research 
method, the respondents may forget or give inconsistent details when describing the 
events. Similarly, interviewees may conceal some facts because they are not 
"accustomed to or willing to take the time to tell (or write) a complete story" (Gremler, 
2004, p. 67). 
 As Gremler (2004) concludes in his study, the data collect from the CIT can be 
used quantitatively and qualitatively in service investigation. The first allows the 
researcher to deliberate about the type, nature and frequency of the incidents reported, 
while in the second use, the investigator collects discursive data to thoroughly analyze 
and classify it according to principles of grounded theory (Chell and Pittaway (1998) in 
Gremler, 2004). 
 
3.3 Grounded Theory 
Grounded theory is a methodology that generates or modifies a theory through 
the continuous collection and analysis of data (Glaser & Strauss, 1967). Its investigation 
process is what guides the researcher on how to conduct the study, meaning that the 
formulated hypothesis is in constant review so it can, in the end, corroborate all the 
collected data (Corbin & Strauss, 1990; Glaser & Strauss, 2009). Despite the fact that 
“the initial decisions are not based on a preconceived theoretical framework” (Glaser & 
Strauss, 2009, p. 45), they do not dismiss that there is a prior general subject or problem 
area that will provide an initial direction (to which they named the substantive theory). 
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To these authors (Glaser & Strauss, 2009), merely comparing collected data with 
existing theories may be too restrictive as it can lead to loss of “new” important 
conclusions. So grounded theory allows the investigator to create concepts which arise 
from the initial data collected and, as those retrieved incidents become more significant 
and repeated when explaining a phenomenon, they turn to broader categories, which 
will be the foundation of the new theory (Corbin & Strauss, 1990). The grounded theory 
methodology has then an inductive nature (Dubois & Gadde, 2002; Glaser & Strauss, 
2009). 
 
3.4 Study phases/Data Collection 
According to Kassarjian (1977) and Kolbe and Burnett (1991) (in Gremler, 2004) 
when conducting a CIT on content analysis, there are four aspects to take into 
consideration by researchers: sampling, objectivity, reliability and systematization. 
When mentioning sampling, Gremler (2004) refers to problems that may arise from the 
data collection method, the respondent selection and characteristics, the sample size, the 
number of usable incidents collected and the incident valence. In addition, a CIT study 
should be objective, meaning that investigators should provide meticulous details of 
their process of coding and classification of the incidents (Kolbe and Burnett (1991) in 
Gremler, 2004). To be reliable, the classification of the critical incidents conducted by 
researchers needs to be consistent and its systematization (the inclusion or exclusion of 
content or a category) should also be consistent with previously defined rules and 
procedures (cf. Gremler, 2004). 
 In the review made by Gremler (2004) of the CIT literature, he concludes that 
very few changes over the years were made to the Flanagan (1954) model, so further 
analysis and description of the five steps to conduct a CIT study will be based on these 
two authors. 
 The first step proposed is the definition of the problem (or description of the 
general aim (Flanagan, 1954)) that should be carefully deliberated and explicit, 
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concretely by identifying the research question and whether the CIT is or not an 
appropriate method to apply to the phenomenon in analysis. 
 Next, researchers should pay considerable attention to the study design, since in 
this stage it is determined how the critical incidents will be identified (so precise 
definitions of the rules and procedures should be made about the evaluation and 
classification of the incidents). Additionally, is important to consider how such 
incidents have an effect on the general aim. 
 A third phase is collecting the data and Gremler (2004) states the importance of 
how the incidents need to be collected, whereas Flanagan (1954) emphasizes that the 
results observed must be classified while they are still fresh in the mind of the 
researcher. Nevertheless, investigators need, at this stage, to get respondents to provide 
enough details about the incident and carefully agree on what are the criteria to include 
or exclude an incident of the study. 
 The fourth stage is the analysis and interpretation of the collected data, and its 
objective "is to summarize and describe the data in an efficient manner so that it can be 
effectively used for many practical purposes" (Flanagan, 1954, p. 345). This phase 
should then include a description of the procedures and rules for the classification of the 
incidents, and a detailed definition of each category created. 
 Lastly, the results need to be reported and this refers to how the findings of the 
CIT are presented through publication and Flanagan (1954) underlines that is not only 
important to describe the study's value but also its limitations. Gremler (2004) takes a 
step further and tries to develop a standard model of what researchers should report 
when doing a CIT study: study focus/research question, data collection procedures, 
respondent (sample) characteristics, data characteristics, data quality, data analysis 
procedures/classification of incidents, and results. 
 Following the proposed model by Gremler (2004), the next segments will 
describe what was made to accomplish the present CIT study employing a content 
analytic method. 
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3.4.1 Research Question 
The present study aims to clarify on foreign consumer satisfaction when they are 
“forced” to travel to the service home country, providing insights on the service 
internationalization strategy, inward export. Specifically, the goal is to identify which 
are the determinants of satisfaction and how they affect consumer overall satisfaction, 
being the population foreign religious and sports tourists in Portugal. To assess such 
question, it seems pertinent to use the CIT to identify behavioral patterns on consumer 
satisfaction as previous studies in the service area have conducted (see Gabbott & 
Hogg, 1996; Bianchi & Drennan, 2012). Additionally, the classification system 
expected to be developed through the CIT methodology and further analyzed through 
grounded theory premises, appears to be the best approach to confirm, dismiss or 
develop the Model proposed in Figure 1. 
 
3.4.2 The Population 
As a decision of the authors, this investigation covers religious tourism and 
sports (in specific, football) tourism. However, the choice between them was not 
random as both seem to share a common drive. According to Taylor and Taylor (1997, 
p. 40), there is a strong link between religion and football since they both share a “ (…) 
profoundly ‘tribal’ culture”, especially in terms of crowd behavior. Communities arise 
to support, share the experience and bond over their devotion, whether it is religion or 
football (Taylor & Taylor, 1997). As Hornby (1992) cited in Taylor and Taylor (1997, 
p. 43) describes, “Football involves pilgrimage”, mainly fans that are willing to go 
beyond the boundaries of time and place to follow and support their favorite team, to 
whom Hunt et al. (1999) define as devoted fans (see also Dionísio et al., 2008). The 
similarity connecting religious and football (sports) tourism, has allowed to propose for 
the present study, the definition of devotional tourism, where there is a large movement 
of people, concretely, an international movement, to a location for a very explicit 
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motivation that its expected not to have a significant relation to the country’s 
characteristics. Devotional tourism differs from other types of tourism and services 
because its core service is very restrictive, specific and clearly defined. 
The Portuguese tourism sector has been showing a great potential for growth and 
the tourism consumption in the Portuguese economical territory was about 8.8% of its 
GDP in 2009 and 9.2% in 2010 (Sustainability Reports, 2010, 2011). In terms of 
balance of trade for tourism, the result is positive and was about 5.7 billion Euros in 
2012 and increased to 6.1 billion Euros in 2013, and the organization “Turismo de 
Portugal” states that the goal is to have an average growth of 9.5% per year until 2015. 
To cover both religious and sports tourism it was decided the interviews would 
be conducted at Fatima’s Sanctuary and in Lisbon, at the 2014 UEFA (Union of 
European Football Associations) Champions League Final, respectively. And, as 
follows, both the Sanctuary and Football could represent big opportunities to explore, 
concretely to the international market. 
 
a) Fatima’s Sanctuary 
There are about 1.2 billion Catholics around the world and about 23.7% of them 
are in Europe, which is the second biggest community after Latin America8. Though 
religious tourism is not yet considered a fundamental motor for Portuguese tourism, it is 
estimated that the revenues represented about 700 million Euros and about 10% of 
visitors of the overall tourism sector9. The most visited place in Portugal for religious 
tourists is the Fatima’s Sanctuary which classifies among one of the most visited 
catholic destinations of the world, with about 4.5 million visitors (in 2013) from over 70 
countries10. 
                                               
8 See “How many Roman Catholics are there in the world?”  
9  See “Turismo: Seis cidades-santuários marianos europeus reúnem-se em Fátima para debater 
geminações” 
10 See “Fátima (Portugal) e Aparecida (Brasil), juntas para as comemorações de 2017”  
  
 
 
 
35 
According to the Sanctuary statistics, from the total of organized pilgrimages, 
about 22.9% of the pilgrims were foreign, in 2011. This represents over 150,000 foreign 
pilgrims that visited Fatima´s Sanctuary in 2011, without including other foreign 
tourists that could decide to visit it, either spontaneously or just to get to know the 
place. However, in 2013 these organized pilgrimages had brought about 121,000 
foreign visitors and the majority came from Spain, Italy, Poland, Brazil and United 
States of America (Resende, 2014). 
The Sanctuary is situated in Fatima, a parish from the town of Ourém, and since 
its early constructions in 1919 until now, the Sanctuary has grown because of the 
increasing number of pilgrims. Most recently, to fulfill the need of a bigger enclosed 
space for different celebrations, the Most Holy Trinity Church was idealized and its 
conclusion happened in 2007, with almost 9,000 seats11. 
Due to its potential for religious tourism, it seemed appropriate to use the 
Fatima’s Sanctuary as the ground to collect the interviews. 
 
b) UEFA Champions League Final 2014 
To complement the study, and possibly find new evidence that could be 
compared to the one already retrieved at the Sanctuary, it was decided to interview 
tourists that were coming to Portugal for the Champions League Final. 
For the Euro2004, ten Portuguese football stadiums were either build or rebuild 
but ever since that competition, most of them have been poorly exploited (Pestana, 
2014). Asides from the stadiums of the three major Portuguese football teams, which 
have been receiving international football competitions (Pestana, 2014), the declaration 
of the New 7 Wonders of the World (Pinheiro & Almeida, 2007) and even some music 
concerts from big international artists12, the other stadiums have been struggling to have 
significant audience even for their home football teams games. One of those stadiums in 
                                               
11 At http://www.santuario-fatima.pt/ 
12 See Moço (2014); "Coldplay tocaram ontem no estádio do Dragão" and "Digressão dos Muse passou 
pelo Estádio do Dragão" 
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difficulty, the Estádio Algarve, is going to be the place for the qualifying games to 
Euro2016 of the Gibraltar National football team as an attempt to relieve on the costs 
the stadium has to the city. In addition, this will be an opportunity to promote the city 
and Portugal as a tourist destination13. This shows that there is a possibility for the 
stadiums to profit if they host more international games. 
Another international football event was to take place in a Portuguese stadium, 
concretely the UEFA Champions League Final 2014, and in early May, it became clear 
that it would be two Spanish football teams to face each other in Lisbon (Ashby, 2014). 
Given the proximity of Spain to Portugal and the devotion that sports fans, particularly 
football fans, put to follow and support their teams (Hunt et al., 1999; Dionísio et al., 
2008), it was expected a large number of Spanish tourists moving abroad. According to 
Kassam (2014), about 70,000 Spaniards were expected and over 50% of them did not 
have a ticket to watch the game at the Stadium. The UEFA, as it happened in other 
Champions League Finals, developed a four day festival to celebrate the festivities14. 
This event took place at Terreiro do Paço, which started on May 22nd and lasted until 
May 25th, where 95,000 fans came together throughout (Ashby, 2014). The interviews 
were then collected at Terreiro do Paço since, at arrival in the morning of the game, it 
became evident, that that was the place many of the teams supporters were before going 
to the Stadium (or anywhere else) to watch the game. 
 
3.4.3 Data collection procedures 
The data was collected through exploratory semi-structured interviews since this 
procedure seemed the most adequate to acquire the sufficient details to assess about the 
research question. 
The interviews initiated with a brief presentation of the interviewer and the 
investigation, followed by a few demographic questions (age, gender, nationality, 
occupation) so the sample could be characterized afterwards. Furthermore, other 
                                               
13 See “Estádio Algarve recebe jogos de apuramento de Gibraltar para Euro2016”  
14 See “Schedule announced for UEFA Champions Festival”. 
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questions were made that could have been important to the study. Lastly, there was the 
incident question, where interviewees were asked to describe their best and/or worst 
experience while in Portugal (see Appendix 1 for an example of the interview). It is to 
note that the interview was semi-structured and other questions could be made 
depending on the interviewees’ answer, so the interviewer could further understand and 
characterize their experience. 
The interviews were all made in Portugal to foreign consumers and recorded 
with a voice recorder to facilitate its collection and the subsequent analysis, ensuring the 
permission and anonymity of the interviewees. 
In the end, fourteen interviews were made and, as shown in Table 1, are divided 
between:  
Table 1 – Number of interviews made divided by place 
Location Date Number of interviews 
Fatima's Sanctuary 
April 6th, 2014 2 
May 2nd, 2014 5 
Champions League Final - Lisbon May 24th, 2014 7 
Source: Own elaboration 
 
3.4.4 Codification 
For the present investigation, there were already four major categories in study, 
prior to the conduction of the interviews, namely: core service, peripheral service, 
facilitator service and environment/surroundings. These categories had resulted from 
the literature review and are the foundation for this study. However, to better understand 
the behavior of the foreign consumers, there was a need to develop a more concrete 
classification that still was general enough to group the incidents and allow the codes to 
fall within the major categories. 
To overcome one of the disadvantages Gremler (2004) had appointed for the 
CIT, specifically the case of the interviewer misunderstanding the incident and 
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consequently not assigning the right classification, some of the interviews were read by 
another person to clarify the authors on some aspects of the interview. Afterwards, the 
interviews were analyzed and codes started to arise to classify the incidents, based on 
the directions of Flanagan (1954) and the study of Bianchi and Drennan (2012), which 
worked as a foundation for this investigation. Next, a review was made to all of the 
codes to see if there were codes that would overlap and if so, they would be brought 
together into a singular category. 
 
3.4.5 Conclusion 
To answer the research question, the CIT was implemented through the 
conduction of exploratory semi-structured interviews in two locations: Fatima’s 
Sanctuary, to assess about behavioral patterns of the religious tourists and UEFA 
Champions League Final 2014 (in Lisbon) to complement the study on devotional 
tourism. 
From the analysis of the fourteen interviews collected, the authors were able to 
develop a classification system that derived from the four major categories (core, 
peripheral and facilitator services, and environment) to conclude on the investigation 
question. This is described in the following sections. 
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4. Results 
This section describes the results originated by the collected data, starting with a 
characterization of the sample and then of the findings according to the CIT method. 
Lastly, there is a discussion between the findings, the literature review and the proposed 
model in Figure 1. 
4.1 Sample Characteristics 
To conduct the interviews, the sample was selected through simple random 
sampling at the previously mentioned places. Firstly, the interviewer would approach an 
individual, assuring they were a foreign tourist, and then ask if they wanted to take part 
on the study. The interviewer spoke to eighteen tourists but four chose not to 
participate, either because they did not want to or they did not have time, which gives a 
response rate of about 77.8%. 
From the fourteen interviewees, about 64.3% were female and 35.7% were male, 
and for each sample recovered (at the Sanctuary and at the Football Game), the majority 
of respondents were female (see Table 2 at Appendix 2). The overall sample is divided 
between two nationalities, Spanish and Brazilian, with the greater part of respondents 
being Spanish (see Table 3 at Appendix 2). It is to notice, that half of the global sample 
are from interviews conducted at the Football Game, where two Spanish football teams 
were confronting each other, which explains why all of those interviewees were then 
Spanish. 
In terms of age, the overall sample is clearly aged, with 78.6% of the 
interviewees being over forty-six years old (see Table 4 at Appendix 2). This is due to 
the fact that, at the Sanctuary, all of the respondents were between forty-six and 
seventy-five years old, which could be explained by the fact that some of the 
respondents were retired and/or were touring around the country. As for the Football 
Game, the sample is more diverse, with some respondents comprising ages between 
eighteen and thirty-five years old, and ages between forty-six and sixty-five years old. 
Lastly, when it comes to job occupation, the overall sample is very 
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miscellaneous, and the only note to be made is that, there are three respondents (all from 
interviews ate the Sanctuary) that were already retired (see Table 5 at Appendix 2). 
 
4.2 Data 
The crucial part of the interview was the incident question which consisted in 
asking the foreign tourists to describe either their worst or best experience in Portugal 
(see Appendix 1). This experience could have happen at the present visit or, in case the 
person had already visited Portugal before, it could be from a past visit. These choices 
were transmitted to the interviewees so they would have freedom to explain the first 
experience it would come to their minds. However, as some of the interviewees were 
having some difficulty at thinking of an experience, the interviewer would ask what 
either they like or dislike the most about their stay in Portugal. 
Despite the fact that the interviewer was mostly concerned for people to describe 
a single and most valuable experience, some respondents mentioned more than one 
aspect they like about Portugal. This is explicable by the freedom the interviewer would 
give to the respondents to describe what they most like or dislike, while trying not to 
influence their response. 
In the end, from the fourteen interviews, twenty-eight references were collected 
and included in this study, regarding aspects that the imported consumers valued about 
Portugal. It is also to note, that all but one these references, were positive experiences. 
Also as important, is the fact that those references were not influenced by the 
interviewer and interviewees were free to answer their top of mind experiences. Another 
relevant factor for inclusion is that the experiences/references provided had to be 
unambiguous enough to be categorized as either a good or bad experience. 
Though some people did not describe their experiences as profoundly as other 
interviewees, their experiences were still held accountable for the study, as long as they 
met the previous two criteria. 
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4.3 Findings 
All the collected incidents were classified following the lines of the study 
Bianchi and Drennan (2012) had conducted on foreign students staying in Australia, 
without dismissing the characteristics Flanagan (1954) signalizes as relevant for the 
coding of the incidents. The results are then comprised in Table 6 and show that there 
are different factors influencing the foreign consumer overall satisfaction. 
 
Table 6 - Number of interviews that mention each code 
Number of interviews that mention each code 
Feeling welcomed by local people  7/14 
Visiting tourist attractions 5/14 
Enjoyed the Portuguese food  2/14 
Buying souvenirs 2/14 
Living the religious experience 2/14 
Like the coast line 2/14 
Similar to their home country 2/14 
Did not like the Portuguese food 1/14 
Like the Chapel of Apparitions 1/14 
Like the mass in the Sanctuary 1/14 
Enjoying the Champions League festivities 1/14 
Like the weather 1/14 
Meeting Portuguese friends 1/14 
Source: Own elaboration 
 
4.3.1 Determinants of foreign consumer satisfaction 
Half of the respondents mentioned not only, how welcome the Portuguese 
people made them feel when they were visiting Portugal but also their kindness and 
consideration for foreign visitors, including at moments when tourists needed directions 
or other information. For example: 
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“Well, the good welcome of the Portuguese to start, they are all very nice and 
yes, I liked the experience with the people, talking… the treatment (…)” 
(Interviewee 3, Female) 
 
“Everything was beautiful, everything was perfect, the people too… Everyone 
we have asked for information is very considerate (…)” (Interviewee 7, Female) 
 
In most cases, since the interviewee had the liberty to answer, mentioning how 
lovely people were was not the only aspect they enjoyed about Portugal. However, to 
one of the respondents, that had the biggest impact on their satisfaction, as follows: 
“To me it’s always the kindness of the Portuguese.” (Interviewee 12, Female) 
 
The second most mentioned classification regards visiting tourist attractions. In 
this category are included references to how much the foreign consumers had enjoyed 
some Portuguese cities they were either visiting or had already visited. Concretely, the 
interviewees would mention that overall, they thought the town was very nice and 
beautiful, and they enjoyed the scenery, sightseeing or even the city’s infrastructure. 
The next quotes of interviewees that were touring around Portugal express those 
features: 
“I enjoyed the tour, those little houses, looking at those beautiful landscapes, the 
Douro River, beautiful.” (Interviewee 7, Female) 
 
“(… )that old part from Lisbon, it is very beautiful (…)” (Interviewee 4, Male) 
 
This demonstrates that, even though they were moved by a devotion, some of the 
devoted tourists were also taking advantage to visit the country. 
 
Another satisfaction determinant concerns the Portuguese gastronomy and how 
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the visitors thought how good and delicious it was. However, there was a single 
respondent that did not enjoy the Portuguese food at a previous visit, about twenty years 
ago, but she still appreciated everything else15, as demonstrated next: 
“The experience I least liked was the food when I came 20 years ago, but 
everything else was good.” (Interviewee 13, Female) 
 
There were also some people that mentioned they loved the small shops they 
visited or talked about the experience of buying souvenirs, as the following sentence 
clarifies: 
“I fell in love for Porto and its small shops and its people.”(Interviewee 14, 
Female) 
 
Other imported consumers made comments about the Portuguese coast line and 
the beautiful beaches it has to offer. The subsequent quote explains such: 
“(…) above all the beach area, I liked it a lot. All of Albufeira, the south area, 
all.” (Interviewee 10, Male) 
 
As demonstrated before, the majority of the respondents were Spanish and their 
cultural proximity to Portugal is somewhat easily recognizable, and some interviewees 
(which were all Spanish) mentioned feeling as comfortable as they were back home. For 
example: 
“For me, I don’t know, I think is very similar to Spain, the people are very kind 
and I don’t know… I feel like I’m at home in Spain.” (Interviewee 9, Male) 
 
“It’s like being home, we have different languages but it’s like we are home…” 
(Interviewee 14, Female) 
                                               
15 To note that there was another interviewee that mentioned that, despite the fact that she enjoyed the 
food, she thought there was something missing, like a little more seasoning. This aspect though, it was 
not included in the study because it cannot be classified as either a good or bad experience. 
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There were also interviewees that mention aspects regarding the specific core 
service that had brought them to Portugal. A few of the interviews conducted at the 
Fatima’s Sanctuary, have provided the present study with the classifications referring to 
the religious experience, the mass celebrated in the Sanctuary and one of its special 
places, the Chapel of Apparitions. For these interviewees, the experience they valued 
the most was related to the pilgrimage and the religious experience they were coming to 
live. The following quotes demonstrate that: 
“I like the atmosphere; it feels warm being in the Virgins’ home, in the place 
where She appeared.” (Interviewee 1, Female) 
 
“I come to the Sanctuary to live a religious experience, we came in pilgrimage 
(…). I come to live that, live with the Virgin, see the Virgin. What I like is the 
Chapel of Apparitions, the mass that we celebrate in the morning, (…).These are 
not vacations nor a trip, it’s a pilgrimage to see the Virgin.” (Interviewee 2, 
Male) 
 
Similarly, there is also evidence of people enjoying the core service when they 
came for the UEFA Champions League Final, specifically concerning the environment 
at the festivities that were taking place at Terreiro do Paço, at the day of the game. The 
next interviewee’s quote supports this classification: 
“Here?! I hope is the game tonight. At the moment, I didn’t have a lot [of 
experiences, time], but the environment [at Terreiro do Paço], how there are a lot of 
people here.” (Interviewee 8, Female) 
 
Lastly, some interviewees briefly mentioned enjoying the Portuguese weather or 
they would come to Portugal because they liked spending some time with their 
Portuguese friends. 
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4.3.2 Classification in terms of the four major categories 
Resuming the precedent classification into the four main categories which are 
the centre of the present study, Figure 2 arises. Note that for the classification and 
results in Figure 2, the proposed definitions of the four service categories (core, 
peripheral, facilitator and environment) were used. This means that each interview had 
to be analyzed individually so the references could then be divided between such four 
categories. Furthermore, only interviews which the core service was either the 
Sanctuary or the football game were used. This is because some of the interviewees 
were visiting Portugal and not one of the services in particular which means that the 
visit would be the core service, considering the proposed definition. And that, in turn, 
would change the division of the classification, particularly some aspects that were 
included in the environment. So, to prevent any confusion, these interviews were 
removed from the analysis of this section. 
From Figure 2 it is possible to conclude that the environment has the biggest 
amount of mentioned aspect. Particularly characteristics like the friendliness of the 
Portuguese people, the food, the scenery, the cultural proximity and the beach, are the 
main contributors for that result. The core service is the second most mentioned factor 
by the interviewees and includes aspects directly linked to the Fatima’s Sanctuary 
(liking the mass and the Chapel of Apparitions and living the religious experience) and 
to the football game (enjoying the environment at Terreiro do Paço). Afterwards, are the 
peripheral services with the code regarding the small shops some foreign tourists had 
visited. In terms of facilitator services, and according to the definition that was 
suggested earlier in this investigation, none of the interviewees mentioned this factor. 
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Figure 2 – Classification divided between the major four categories 
 
Source: Own elaboration 
 
4.3.3 Attractiveness 
As for the attractiveness, the evidence would suggest that the environment is 
what would bring more foreign visitors to Portugal, since that was the most mentioned 
factor when the interviewees were asked about their favorite experience. However, that 
was not the main reason that had brought the majority of the respondents as most of 
them came primarily for the Sanctuary or the football game. Again, to avoid confusion, 
the interviews corresponding to the foreign tourists whose core service is their visit to 
Portugal were removed from this analysis. So, the results of the attractiveness presented 
in Table 7 show that the majority of respondents were at that moment in Portugal 
uniquely for the core service. Only 22.2% of the interviewees came for the core service 
but were also prolonging their stayed in the country for other reasons. Concretely, there 
were two interviewees that had come to Portugal to watch the Champions League Final 
• Like the Chapel of Apparitions
• Like the mass 
• Living the religious experience
• Enjoying the Champions League festivities
Core Service
• Buying souvenirsPeripheral Service
Facilitator Service
• Feeling welcomed by local people 
• Visiting tourist attractions
• Enjoyed the Portuguese food 
• Did not like the Portuguese food
• Like the coast line
• Similar to their home country
• Like the weather
• Meeting Portuguese friends
Environment
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in Lisbon, but were staying for a few extra days to visit another city. 
 
Table 7 – Percentage of attractiveness 
Percentage of attractiveness 
Came mainly for the Core Service 77.8% 
Not only for the Core Service 22.2% 
Source: Own elaboration 
 
4.4 Discussion 
From the collected data for this investigation, it is possible to conclude that 
aspects concerning the environment are the most valued by the foreign consumers. 
Specifically, the warmness and kindness the tourists have experienced when interacting 
with the local people, as well as the beautiful scenery Portugal offers. These aspects 
though, are not related to a particular service, which is congruent with what Krešić et al. 
(2013) concluded, stating that environmental aspects would have the largest impact on 
consumer overall satisfaction. 
Throughout literature, there is not a consensus on how different types of services 
influence consumer satisfaction (Gabbott & Hogg, 1996; Patterson et al., 1998; Yung & 
Chan, 2002; Kandampully & Promsivapallop, 2006; Anderson et al., 2008; Jin et al., 
2012). But these previous studies, battle between core and peripheral services, with little 
emphasis on environmental factors. For example, the investigations of Bianchi and 
Drennan (2012) and Patterson et al. (1998) concluded, for foreign students, that were 
aspects related to the core service, such as their learning experience and their 
achievements as students, that had the biggest impact on their 
satisfaction/dissatisfaction. In the present study, there is some evidence of the core 
service influencing tourist satisfaction, just not as the most important factor but that still 
classified higher then peripheral services, as other studies have pointed out (Patterson et 
al., 1998; Rahman & Shil, 2012). 
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To remember, the core services in analysis are the services provided by the 
Fatima’s Sanctuary and all the services directly related to the 2014 UEFA Champions 
League Final in Lisbon (not only the game itself). Also, as noted before, both these 
areas fall within the proposed definition of devotional tourism, which consists of a large 
international movement of people to a destination for a very specific 
motivation/passion, that was expected not to be much related with the country’s 
characteristics. This could lead to the assumption that these passionate imported 
costumers would assign a bigger importance to elements of the reason that made them 
travel abroad. And for some interviewees, that was indeed the case, whether they had 
come for the Sanctuary or the football game. However, for the majority, the evidence 
shows that the tourists were still more appreciative of the local people, the Portuguese 
gastronomy or the Portuguese landscape than their devotion. This could mean that the 
devotion is not influenced by the action and the devoted tourists will not question the 
core service. So, if something may not be as pleasing as the devoted tourist would like 
about the core service, it is likely they would still travel abroad for their devotion. 
In terms of peripheral services, previous investigations (for example, Gabbott & 
Hogg, 1996; Yung & Chan, 2002; Kandampully & Promsivapallop, 2006; Jin et al., 
2012) had demonstrated that such services would have a greater impact on consumer 
judgment of the overall service. This is justified by the fact that the consumers would 
take the core service for granted so there would be other aspects that would affect their 
satisfaction, to which Gabbott and Hogg (1996) named peripheral services. In the 
present study, the significance of the impact of the peripheral services is somewhat 
small in comparison with the environment or the core service. However, it is not to 
discard the idea of Gabbott and Hogg (1996) that the consumers take for granted the 
core service, in particular the devoted foreign tourists, and are aspects of the 
environment that influence their satisfaction rates. 
Altogether, this means for the proposed Model in Figure 1, that if the 
surroundings were to be removed from the analysis, there would be a decrease on the 
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influence on satisfaction from the core service to the facilitator services. Even though 
the literature showed that communication activities or the quality of transports could be 
important to foreign consumers (Björkman & Kock, 1997; Styles et al., 2005; Bianchi, 
2010, 2011; Bianchi & Drennan, 2012; Krešić et al., 2013; Meiriño et al., 2013), there 
was no evidence concerning these facilitator services. This could be because these 
facilitator services may have the same standards as they have in the tourists’ home 
country, so that would neither cause a good or a bad impression on the tourist when he 
was experiencing these services at the new country. 
Most of the foreign visitors had a devotion that compelled them to come to the 
new country, a specific service. So, it was proposed that the attractiveness would 
diminish from the core service towards the surroundings (see Model 1 in Figure 1), and 
that was indeed verified, since most of those devoted tourists came uniquely for the core 
service. Whether it was to visit the Sanctuary or to enjoy the football game, almost all 
of the interviewees were not staying for a prolonged time in Portugal, neither they were 
visiting other places nor experiencing other services. This gives a greater strength on the 
proposed definition of devotional tourism since the foreign tourists came indeed for a 
very explicit service and even though they were at a new country, they did not want to 
take advantage to experience other features the country may had to offer.  
Despite the fact that the data collected referred to two different tourism areas, 
religious tourism and sports tourism, there were not significant differences between the 
results collected from both. There was in both, clear evidence that pointed for the 
environment to be the biggest determinant of consumer satisfaction. This means that 
there is confirmation that these tourism areas have some similarities in terms of 
behavior of its consumers and what they consider to be important to their satisfaction 
which again, emphasizes the validity of the definition for devotional tourism. 
Nevertheless, some interviewees that had gone to Fatima’s Sanctuary showed to be 
more connected to their beliefs than most of the football fans. 
 
  
  
 
 
 
50 
5. Conclusion 
This investigation started in order to expand the knowledge on the inward export 
strategy, aiming to understand the foreign consumer satisfaction and what influences it. 
To accomplish such, exploratory interviews were conducted to identify, through the 
grounded theory ideology, patterns in the satisfaction of the foreign consumer. 
Interestingly, a pattern arose that allowed the authors to develop a new concept and 
deepen the study under the idea of devoted foreign consumers. 
The inward export is an internationalization strategy for services when such 
companies cannot move abroad, due to location specific attributes or internal reasons 
which are impossible to replicate somewhere else. Some previous investigations in 
areas like, education, tourism or healthcare (for example, Heung et al., 2010; Bianchi & 
Drennan, 2012; Peña et al., 2012) had already determined that there were different 
factors/services influencing the consumer overall experience when travelling to a 
foreign country. The present study confirms the same, but divides those determinants 
between: core service, peripheral service, facilitator service and environment. It also 
comes to the conclusion that they influence distinctively on the foreign consumer 
overall satisfaction, being the most influential factor the environment which surrounds 
the other services. Aspects like the sympathy and consideration of the local people, the 
picturesque scenery or the local gastronomy were the most valued attributes the tourists 
encountered in the new country. Such results however, came from a tourist sample 
which was visiting the new country for a very specific motivation that involved an 
exclusive and well defined service. This was the base to develop the definition of 
devotional tourism, where religion and sports seem to share common drives. The 
devoted tourists that travelled abroad for their passions and/or beliefs, curiously, did not 
seem to show that much enthusiasm for the core service as they did towards aspects of 
the environment, aside from a few exceptions. Which would lead to believe, that the 
devoted foreign consumers take the core service for granted and do not question its 
authenticity. 
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A limitation of this study relates to the use of the CIT and the fact that 
interviewees may not have given a complete detailed story which, in some cases, made 
it somewhat hard to classify the incidents and even discard of them. 
This investigation consists of an exploratory study in a singular major service 
area, tourism, with samples from both religious and sports tourism that were described 
as devotional tourism. This study can then, benefit greatly, from a confirmatory analysis 
through a quantitative investigation, to try to determine the extent of the proposed 
classification. Another possible research area would be to apply this methodology to 
other service areas and/or other countries, to better comprehend how these location 
specific attributes which appeared to be so important for foreign tourists in Portugal, 
work and if there are ways they could be improved to attract more visitors. 
In addition, further research could be done in terms of the proposed concept of 
devotional tourism, which could include areas like music, besides religion and sports. 
An alternative, could be studying these areas based on consumer satisfaction and 
demographics, which could elucidate on the different aspects that different age groups 
could give importance to. Devotional tourism areas could also be compared with other 
types of tourism where people also travel for a very explicit reason but their experience 
is more interactive, like in adventure tourism. 
Theoretically, the present study complements the limited literature on the inward 
export service internationalization strategy, introducing the concept of devotional 
tourism that can be associated with this strategy. This study, as other authors have 
concluded (for example Patterson et al., 1998; Kandampully & Promsivapallop, 2006; 
Anderson et al., 2008; Bianchi & Drennan, 2012; Meiriño et al., 2013), demonstrates 
that there are diverse aspects which influence the foreign consumer overall satisfaction. 
However, attributes related to the environment seem to be the most relevant for the 
devoted consumer, even though he came for a very specific reason, a devotion. With 
such remarks, the authors cleared on the model they had initial hypothesized on the 
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determinants of the consumer overall satisfaction and their influence. 
Moreover, the authors were able to clarify on a definition for devotional tourism, 
which had not been done before. There was a proposed definition in the beginning of 
the study based on some literature (Taylor & Taylor, 1997; Hunt et al., 1999; Dionísio 
et al., 2008) that talks about the similarities between sports and religion. But from the 
conducted research, the authors validate that definition, reinforcing the connection 
between those areas, and that it could be applied to other services with analogous 
characteristics. Especially, in terms of how the tourists value their belief and that is the 
main reason for them travelling abroad, and how are aspects non related to their 
devotion that influence above all their overall satisfaction. 
On the other hand, practically, service companies can assess on what determines 
consumer perceptions of a service when they travel abroad. Service companies should 
understand that, despite the fact that the tourists come for a particular service, they will 
still experience other attributes (whether it is another service or an environmental 
characteristic of the country) which affects their satisfaction. Apparently, to the devoted 
tourists, the value added of their visit results from aspects related to the surroundings 
and if the service firm could leverage these attributes, for example through marketing 
strategies, they could enjoy great benefits. 
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Appendix 
 
Appendix 1 – Interview example 
Good morning, my name is … and I’m a student at School Of Economics And 
Management, in University of Porto. For my dissertation I’m conducting a study on 
foreign consumers’ satisfaction when they come to Portugal, specifically I want to know 
what services or experiences they value the most. Would you mind if I asked you a few 
questions? 
 
Can I record the interview? It’s completely anonymous. 
 
Can you start by telling your age, nationality and occupation? 
 
Is it your first time in Portugal? 
 
Why did you decided to come to Portugal? What was the main reason? 
 
Are you planning on staying a longer time? Maybe visit other places? 
 
Lastly, can you describe your better/worst experience since you’ve been in Portugal? 
You can also describe an older experience, if this isn’t your first time here. (What you 
like/dislike). 
 
(If previous experience is described) What was the reason that brought you to Portugal 
at that time? 
 
Thank you for your time. 
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Appendix 2 – Sample characteristics 
 
Table 2 – Sample divided by genre and place 
 Percentage of interviewees 
Gender Sanctuary Game Total 
Male 21,4% 14,3% 35,7% 
Female 28,6% 35,7% 64,3% 
Source: Own elaboration 
 
Table 3 – Sample divided by nationality and place 
 Percentage of interviewees 
Nationality Sanctuary Game Total 
Spain 14,3% 50,0% 64,3% 
Brazilian 35,7%  35,7% 
Source: Own elaboration 
 
Table 4 – Sample divided by age and place 
 Percentage of interviewees 
Age Sanctuary Game Total 
18-25  7,1% 7,1% 
26-35  14,3% 14,3% 
36-45    
46-55 28,6% 21,4% 50,0% 
56-65 7,1% 7,1% 14,3% 
66-75 14,3%  14,3% 
over 75    
Source: Own elaboration 
 
Table 5 – Sample divided by occupation 
Occupation 
Administrative 1 
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Housewife 1 
Physical Therapist 1 
Clerck 1 
Civil Engineer 1 
Logistic Technician 1 
Business Agent 2 
Pharmacist 1 
Official 2 
Retired 3 
Source: Own elaboration 
 
